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Please do not use any advice within 

this presentation or any other 

without first consulting with your 

compliance officer or legal counsel.   

Disclaimer





Who is raising $1M vs. $100M

What does everyone who raises $25M+ a 

year have in common?

Why do some firms seem to “have it” and 

you can sense it immediately?

Why do some not deserve to raise any 

capital?

What do investors complain about and ask 

for 100’s of times a year from our stage?

After 110 live events, 257 pitch deck reviews, 

and 200 assets created, what are the 

insights and golden threads?

Year View of the Forest
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Specialized 

Knowledge



Create Unfair Advantage



Positioning Foundation for 

Marketing & Pitch Materials

Powerful positioning makes your 

marketing & pitch materials more 

effective, unique, and valuable 

to the prospects receiving them.



Investor Pyramid
$1B: Institutional Investors: Family Offices, 
Insurance Plans, Pension Funds, Endowments, 
Foundations, UHNWs

$100M+ Institutional: Entry-Level institutional 
options, family offices, HNW wealth management 
firms, HNW individuals, friends and family may still 
play a part. Some institutional investors may 
require $250M or even $500M before looking at 
your fund.

$10M-$100M Emerging: 7% of institutional 
investors, 3% of institutional consultants, small to 
medium sized wealth management firms, friends 
and family, HNW, seeders, and 10% of family 
offices.

$100K-$10M Startup: Friends and family, small 
wealth management firms, and seeders.



Investor Avatar is Required

An Investor Avatar is a complete picture of exactly 

who your targeted investor is, what they need, 

worry about, fear, and act on.

Develop relationships with people not companies. 

We speak with people, not to companies. 

Most marketing speaks to “customers” instead of 

individuals.

WHAT

WHY

Prescription 

APPROACH

Focus more on your avatar than any of your 

competitors, describe their problem better than they 

can, doctor approach.



Generic Positioning



Tightly Define Your Sandbox



Appeal to a Specific Pain or Need

• Wow, I didn’t know there was a ____ just for people like me.

• Excellent, that is the top issue that we are facing when investing in ______.

• How can I get access to _______, we are looking to make a decision on this 
right now.

• Physicians Example



Crystal Clear Advantage

2,000+ pitches a year.

86% of investors won’t invest in something they 

don’t understand.  

Half of all “passes” on a strategy are due to 

educational barriers. 

Geographical & Sandbox Family Focus.

Families are fee-sensitive.

In a one sentence maximum describe the crystal clear advantage of investing with you 

to someone you don’t know.



Positioning Spectrum
Level 1: 
Your brand & 1 Liner Hurt Your Position

Level 2: 
Your brand & position neither help or hurt your position

Level 3: 
Your brand & one-liner clearly identify what you do

Level 4: 
Your brand & one-liner are compelling and are sweating for you every time they are seen



15 Pitch Material 

Components

A review of each foundational 

piece of pitch material that is 

essential to raising capital, to 

see which of the 15 you should 

put together next.



Pitch Process Points

1 2 3

Unique to 

investor & 

industry

Small investors 

won’t require DDQs, 

institutional 

investors will

Attention 

+ 

Unique Compelling Offer 

+ 

De-Risking 

+ 

Due Diligence 

+ 

Conviction



Level 4: Brand Name & Logo

• Not only what you do but why they should work with you?

• Most compelling feature or component driven home with the imagery

• Institutional quality, 100% professional, polished, serious venture feeling

$10B in AUM, 8 year-old firm re-branded from HPM 

Partners to Cerity Partners over the last 3 months.

• Using their last name

• Something that means something to them and nobody else

• Greek god approach

• Confusing branding

• It is too late, the market knows us as “X”

• No image as a shortcut

Common

Mistakes



Before After





• Tangible + Compelling + Unique + 

• Verifiable + Crisp

• Relevant in context of your competitors, 
the marketplace, and your investor avatar

Level 4: One Liner

• One-Liner – in paragraph form

• Best in class, high returns, risk 
adjusted, very experienced, excellent 
team – all mean nothing

• Not having one at all

• Bad branding puts all the pressure on 
the one-liner

Common Mistakes



One-Liner Before & After



Navigating the 3 Trust Curves

Leadership Industry Opportunity



Pitch Deck Components

1. Cover – 1 liner

2. How the industry works

3. The problem or straight to your solution/value-add in the space

4. Your unique value process diagram

5. Details of the opportunity

6. Portfolio construction, risk management, deal origination or strategies applied

7. Case studies & investment examples

8. Team bios – I would move these forward the more superior they are

9. Timeline diagram & track record details

10. Structure, terms & fees

11. Final page: contact details



• Would you make your pitch in sweat pants or a 
stained shirt?  “more serious” principle

• Impute value – think of top objections and 2-3 
compelling reasons to invest – drive those home

• 10-20 iterations may be needed at least

• Use icons, images, processes, & diagrams, 
1,000 words in an image

Common Mistakes
• No page numbers

• No one-liners

• No team photos

• Dense painful text

• Too long – many are 29 pages with section slides 
+ 1 bio per slide, make it concise

• Bad formatting, blocky images, and no theme 
applied – rushed & careless

• Hurtful visuals – age of stock image pros

• Not tangible enough – show the assets

Pitch Deck 
Insights



One-Pager Insights

• One-liner at top, not your brand name if your 

brand is not sweating for you

• Full contact details included

• Icons, symbols, visuals, your unique value add 

process

• Confusing space? How it works diagram near 

the top and critical

• Headshots of top executive(s) and title if 

not short bio if just 1-2 professionals

• Pitch Deck – in a page

• Making it 2-5 pages long, keep it one page, one sided ideally

• Not addressing top objections

• Not passing 1 minute scan rule

• Failing to design it at all – bad formatting, colors, 

and hard to read

Common

Mistakes



One Pager



One-Pager / Teaser Before & After



One-Pager / Teaser Before & After



Website & Social Media Insights

• 4 Areas: LinkedIn, Facebook, Podcasting & YouTube

• Outsource – get help and make it Record, Save, Done

• Do not have a free website badge at the bottom

• Live Chat

• SEO optimize the website and your social media 

profiles and company pages

• Whiteboard explainer video + educational videos

• Phone number at the top, maximize engagement

• Email Opt-in – Gather leads

• Website should serve them – not all about you

• Copyright year is out of date

• Poorly designed, outdated, no team members shown, 

no unique process, no one-liner

• “Not allowed to have a website”

Common

Mistakes



Website & Social Media



Educational Marketing Folder

• Articles

• Interviews

• Whitepapers

• Benchmark Surveys

• Special Reports

• Thin Handbook or Summaries of Books

• Links to Digital Resources (Centi Data Room)

Common

Mistakes

• Thinking it has to be your education

• Putting together things which are too lengthy and not 

practical to consume

• Ignoring multi-modal marketing best practices –

audio vs. visual vs. text & digital vs. hard copy



Data Room Insights

• Organize it very clearly & cleanly

• Be as transparent as possible

• NDA/NC signed by those who view it is 

best

• Simple Dropbox works for most 

investors, no need to spend extra 

although for some security may be 

needed at higher level

• Consider various data rooms for 

different types of investors or deals

Common

Mistakes

• Holding back information

• Not having a complete set of details so investors have 

to ask for 12 things

• A mess of files that nobody can navigate, not helpful



Bonus 
Pitch Materials

Whiteboard Explainer Video

Audio Interview or Recorded 
Speech Pitch

Documentary, Recorded Investor 
Interviews, TV quality on-site 
professional videographer piece

Shock & Awe Package

Regulatory Required Offering 
Documents

1

2

3

4

5













How many pitching assets out of 15 

do you have?

____/15

Which 3 do you need to create this year? 

1)_______________________

2)_______________________

3)_______________________

❑ Level 4 Brand

❑ Logo

❑ One-Liner

❑ Pitch Deck

❑ One-Pager

❑ Data Room

❑ Master DDQ

❑ Educational Marketing Folder

❑ Top 10 FAQs

❑ CRM

❑ Recorded Audio/Video Speech

❑ Whiteboard Explainer Video

❑ Video Pitch or Pitch Supporting Video

❑ Shock & Awe Package

❑ Website

Materials Exercise #2



Marketing Materials

Components

A review of each major marketing 

materials asset that you should 

consider developing to have a 

robust presence in your unique 

position, and to develop your 

scarce authority advantage.



Capital Raising Trifecta



Funnel Example #1



Funnel Example #2



Benefits of Investor Funnel Creation

1. Synergy: It is always a lot of work to build a funnel, 

but planning beforehand can save you 100’s of hours. 

You must have congruency between your focus and 

identified investor avatar and authority sandbox so 

that you will be motivated to learn everything possible.

2. Expertise & Network Growth: Over 5 years you can 

become more of an expert both in perception and 

reality than those with double your total experience in 

the industry, this leads to a massive network of 

relationships.

3. Niche Saturation:  You can fill a small niche with 

content using a funnel so that you become a 

“household name” within your sandbox.

4. Productive Relationships: Even if the investor you 

are meeting with didn’t come to you through the funnel 

you can use these IP assets to boost credibility and 

efficiently be a genuine resource to them. 



• Genuine value is more important than length

• Document your journey

• Specific distribution is more important then broad

• Best ideas given away

• Think through what are the top 10-30 publications 
and organizations who have 100’s of investor 
prospects if not 1,000’s you could access if you 
published there

• Use some imagery to drive home points, bullet 
points, multimedia, give more

Articles & Blog Posts

Common

Mistakes

• Not writing often enough

• Pressure to write a long essay

• Not collaborating or paying to play with others



Podcasts

• Use a podcast blast to niche podcasts 

(free with Pitch Package)

• Propose interesting engaging topics they have 

never covered

• Customize the pitch for greatest reception

• Always give short answers, 15-22 minutes is 

best for length

• $100M+ families, charter members, deal flow, 

etc. + David story at SFO Summit – 24 investors 

from one listener

• Spotify

• Logitech H390 - $19.99 headset 

Common

Mistakes

• Thinking you need to start one to get exposure

• Not preparing your points before hand

• Too long winded

• Not a commercial – it is providing expertise so you can show 

off your niche knowledge



1,500 Podcast, YouTube & Radio Hosts



Move the

Free Line



Videos

• Learned a lot over 1,800 videos produced

• Authentic, Engaging, & Energetic

• Not perfect is better than not created

• Genuine value intent

• Document the journey

• Sunrise is a great time to record

• 3-5 video goal when traveling – knock it out

Common

Mistakes

• Not using the content in multiple locations –
10 points of distribution

• Only recording 2-4 pieces a year instead of per month 
or quarter

• Not seeing the synergy of public talks, writing, social media, 
and video



Use Video & Webinars to Engage



Benchmark Surveys & Special Reports

• Moderate depth of commitment on both sides

• Few or no other resources on the niche topic

• #1 most thorough resource on the area

• Fresh insights, latest tools, actionable lessons learned

• Connections made through building the survey just 

as valuable as the answers

Common

Mistakes

• Not making it visual

• Only collecting surveys through a form

• Thinking you aren’t large enough to conduct the survey



Step 3 Architect





How many marketing assets out of 10 

do you have? 

____/10

Which 3 do you need to create this 

year? 

1)__________________

2)__________________

3)__________________

Marketing Materials Exercise #3

❑ Articles & Blogs

❑ Educational Videos

❑ Educational Marketing Folder

❑ Special Report or Survey

❑ Recorded Speeches

❑ Podcasts

❑ Public Speaking

❑ Handbook

❑ Social Media Accounts

❑ Website



Key Visuals

Why they are critical & what 

you must have in place to be 

effective.



Misc Imagery

• The .1% Rule

• Subconsciously does it feel like you have invested in your own offering?

• Does your materials do your value & expertise justice?

• Terms, Assets, Case Studies, Logos



What about your 

process confuses your 

investors most often? 

ABC’s of your space

1 2 3

Does your 

industry confuse 

investors?

Do you offer something 

niche like life 

settlements or litigation 

funding that needs 

conceptual instruction 

vs. apartment building 

investing?

How Your Industry Works



Misc. Additional Imagery

• Logo

• Team Headshots

• Assets you own

• Timeline image or Track Record

• Tombstones of deals closed

• Visible = Tangible = Credible

• De-Risk & Boost Conviction



What: 
Investor, Competitive, Market 

Context

Questions to ask: 

1. What is your distinct 

compelling advantage and 

how do you achieve it?

2. What are the most 1-2 

compelling reasons to invest?

3. What is your three way relief 

for your investor avatar?

Your Unique Value Creation Process









What is your unique value creation process?

Materials Exercise #4



1. Pitch Vs. Marketing Materials

2. Level 1 vs. Level 4 Materials

3. Essential Checklists & Creation Lists

4. No one will take your offering more 

seriously than you do yourself.

5. .1% Rule

6. High Conviction Actions

7. Leverage Outsourcing & Tools

Takeaways
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25 Live Events & over 
300 Investors on Stage in 2019





www.PitchDecks.com/Packages

http://pitchdecks.com/packages
http://pitchdecks.com/packages

